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ABSTRACT 
  
 This study is an analysis of three local theatres‟ technology and online 
fundraising plans to determine if they employ practices and offer programming 
that appeal to Generation Y, whose engagement is essential to safeguard the 
sustainability of these arts organizations. The goal of the study is to answer the 
research question— how can theatres best use e-philanthropy to engage 
Generation Y and increase donations from this demographic? 
A mixed method methodology was utilized in this study in which 
representatives from three theatres in the Philadelphia region were interviewed 
and the results were compiled.  Varied levels of interest to engage Generation Y 
were discovered in the process. Interview results revealed both strengths and 
weaknesses in attracting members of Generation Y. Effective tactics to engage 
this critical demographic are essential because without this audience, there will be 
a void in attendance, support, funding, programming, and sustainability. The 
actual existence of these theatres is in jeopardy. Therefore, theatre companies and 
non-profit organizations must adapt their programming and fundraising strategies 
to appeal to younger generations, in particular Generation Y. 
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INTRODUCTION 
 
 
 Today, arts organizations need to develop more creative fundraising plans 
in order to balance their budgets and meet their missions. With increased 
competition for donations and decreasing available support from corporations, 
organizations must find new ways to engage new audiences as potential donors 
and supporters. Also, as arts patrons age, organizations need to offer 
programming that appeals to younger generations.  Non-profit arts organizations, 
including theatres, need to examine their programming, development, and 
marketing practices to ensure they can appeal to as wide an audience as possible.  
Since technology is a major aspect of younger generations‟ lives, engaging in e-
philanthropy may help theatres reach younger audiences, particularly Generation 
Y.  In order to determine the need for theatres to build relationships with 
Generation Y and how to best utilize e-philanthropy, the following research 
question was studied—how can theatres best use e-philanthropy to engage 
Millennials and increase donations from this demographic? 
 When answering this research question, the data source will primarily be 
three theatres in the Philadelphia region. Further, an analysis of the traits and 
interests of Generation Y will be completed. The information gathered to build 
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the profile of this community is included in the literature review to answer the 
research question. Supplementing existing research, information about strategies 
of e-philanthropy will also be examined. Also, information was gathered by 
contacting three local theatres in Philadelphia, Pennsylvania and the surrounding 
area. By inquiring about their current fundraising plans and the strategies targeted 
towards Millennials, data will be collected regarding successful and failed 
attempts at reaching that community.  The collection and analysis of this 
information will aid in answering the research question. 
Since engaging Generation Y is a relatively new concept, there are some 
potential limitations to researching the question. Specifically, available published 
information on current tactics of arts organizations to reach members of this 
community might be limited. Further, current resources available to organizations 
to engage in new fundraising activities might be inadequate. 
Overall, it is possible that research on this topic will provide an 
understanding of the next generation of arts supporters. Also, it may provide some 
insight into how arts organizations make decisions on engaging potential 
supporters. In addition, answering this research question may highlight arts 
organizations‟ engagement of Generation Y and determine the role that the 
internet and technology might play in reaching a new generation of donors. 
 Many members of Generation Y are technologically perceptive and 
responsive. Therefore, a study of e-philanthropy practices and an examination of 
the use of social-networking sites to raise money to aid arts organizations are 
 3 
 
needed. As a result a determination can be made about whether or not in engaging 
e-philanthropy is worthwhile. By researching available information about 
Generation Y, different e-philanthropy strategies, and strategies that theatres in 
the Philadelphia region are currently attempting to engage Generation Y, it is 
possible to gain some insight on this topic. 
 4 
 
CHAPTER ONE- REVIEW OF THE LITERATURE 
 
 
 In the current economy, non-profit arts organizations face the growing 
problem of balancing their budgets. In order to successfully meet their mission 
and balance their budget, organizations depend on donations from individuals, 
corporations, and foundations to supplement their earned income. Because earned 
income represents only a portion of most budgets, organizations must successfully 
solicit and cultivate prospective and current donors. Further, as competition 
increases for a smaller amount of available donations, organizations must evaluate 
their current fundraising and cultivation-procedures to ensure success. As part of 
this evaluation, organizations must consider a new community of donors since 
current donors are growing older and have less money to donate. This new 
community that organizations need to actively solicit and cultivate includes the 
members of Generation Y. In order to do this effectively, organizations must 
consider how they effectively use technology and offer programing to engage 
Generation Y. 
 In order to answer this research question, it is necessary to create an 
understanding of the demographic group, Generation Y.  This review of the 
literature will build a profile of the members of Generation Y, also referred to as 
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Millennials, including information about who they are, how they interact in their 
communities, and what they value. In addition, the review will identify how they 
differ from current older donors, such as Baby-Boomers. Through the comparison 
and the identification of the differences in these two groups, a better 
understanding is gained.  Also, the information in the review will be used to 
identify and engage strategies such as e-philanthropy that appeal to members of 
Generation Y. With this knowledge, a method of determining resources and 
strategies to engage the younger generation is possible.  
A Generation Y Profile 
First, it is necessary to build a profile of the members of Generation Y 
since members of this community are the “first native online population.”1  
Further, members of this generation have grown up actively using the internet and 
as a result expect to gain information quickly. Additionally, members of this 
generation were born between the years 1982 and 2000 and currently make up 
nearly 25% of the US population with a total of more than 78 million members.
2
 
Because they were born in more “culturally- diverse environments,”3 they are 
more tolerant than earlier generations.  This information is important to create an 
accurate profile of the characteristics of Generation Y and provides quantitative 
information about the large number of them in the general population. It also 
supports the theory that people in this community rely heavily on technology.  
                                                          
1
 Krayewski, Suite 101.com January 11, 2009, 
http://internationalaffairs,suite101.com/article.cfm/generation_y (accessed June 9, 2010).  
2
 Krayewski. 
3
 Krayewski. 
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 In addition, the behavior of members of Generation Y can be defined by 
four characteristics, which are “collaboration, access, work/life balance, and 
engagement.”4  Basically, members of Generation Y prefer working and travelling 
in a group, want to search for and receive information easily through technology, 
recognize that work is not the most important aspect of their lives, and prefer to 
use technology to interact with peers or organizations they support.  By building 
an understanding of these behavioral characteristics, a better understanding of 
Generation Y is obtained. Further, a more in-depth analysis of each of these 
characteristics is also provided by Davidson, which provides more information for 
creating a complete profile.
5
  
 In addition to defining key characteristics, Davidson also stresses that 
members of this community are dependent on the internet and that the use of 
technology is not a solution, but a strategy.
6
 Not only does this observation 
support the idea that Millennials are dependent on technology but also the need 
for organizations to find and use strategies that appeal to them.  
 Next, members of Generation Y maintain close relationships with parents, 
have multicultural interests, are competitive, show brand loyalty, and lead busy 
lives.
7
 Further, Greene identifies the members of this generation as “products of 
                                                          
4
 Davidson, “The Fountain of Youth Communicating With the Next Generation,” Charleston, SC, 
November 2008. 
https://www.blackbaud.com/files/conference/2008Charleston/ppt/FountainofYouth_Communicati
ngwiththeNextGeneration.pdf (accessed May 19, 2010). 
5
 Davidson. 
6
 Davidson. 
7
 Greene, “Connecting with Generation Y," The Chronicle of Philanthropy, July, 24, 2003: n.p. 
http://philanthropy.com/article/Connecting-With-Generation-Y/50183/ (accessed May 19, 2010). 
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the internet.”8 Just as Davidson identified four characteristics that influence 
Millennials‟ behavior, Greene also examines characteristics that are beneficial to 
gaining a better understanding of the group.  Also, similarly to Davidson and 
Krayewski, Greene notes that key characteristics about Generation Y include 
incorporating technology into their daily lives.
9
 This information helps develop 
strategies using technology to engage this younger generation.   
 Additionally, members of this Generation are more diverse, are more 
liberal, are less religious, are less likely to be veterans, and are more highly 
educated than previous generations. While this qualitative data is helpful, it is also 
important to consider quantitative data when studying Generation Y. A recent 
research study by the Pew Research Center found that nearly one-in-four 
members of this generation have no religious affiliation. In addition, the study 
also found that only 2% of males were veterans and that “among 18-24 year olds, 
a record share—39.6% were enrolled in college as of 2008.”10  Generally, the 
report highlights the distinctive traits, qualities, and habits of Millennials. It also 
provides both qualitative and quantitative data about how Millennials differ from 
earlier generations. This information is helpful in understanding the members of 
this generation, which enables organizations to tailor development and 
cultivation-strategies to engage them. 
                                                          
8
 Greene.  
9
 Greene. 
10
 Pew Research Center. "The Millennials: Confident. Connected. Open to Change-Executive 
Summary." Pew Research Center, February 24, 2010. 
http://pewresearch.org/pubs/1501/millennials-new-survey-generational-personality-upbeat-open-
new-ideas-technology-bound (accessed June 7, 2010). 
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 Overall, the results indicate that members of Generation Y: rely heavily on 
technology, are more liberal, maintain better relationships with their parents, 
obtain higher levels of education, and believe that work is not the most important 
aspect of their lives. Additionally, they prefer group activities, rely heavily on 
their peers, and expect instant results when seeking information. All of these 
characteristics and preferences are helpful in building an accurate profile of the 
members of this generation.  
How Generation Y Differs from Earlier Generations  
 Another way to gain insight into Millennials is to compare them to earlier 
generations, particularly Baby Boomers. Since many current donors are from 
earlier generations, organizations currently use strategies that are tailored to them. 
Because Millennials are so different from Baby Boomers, current strategies are 
not as effective. By analyzing the differences between Boomers and Millennials, 
organizations gain a stronger understanding about the target audience.  
 According to the study conducted by the Pew Research Center, the term 
Baby Boomer applies to people born between the end World War II in 1946 and 
the advent of the birth control pill in 1964. In addition, the study provides 
important statistical information that distinguishes the difference between 
Millennials and earlier generations. For example, according to the data “75% of 
Millennials have a profile on social-networking sites”11 compared to only “30% 
of Boomers.”12 Another example is that Millennials identify that the use of 
                                                          
11
 Pew Research Center. 
12
 Pew Research Center. 
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technology makes their generation unique, with 24% of the responses. 
Conversely, Boomers believe work ethic, with 17% of responses, serves as “their 
most prominent identity badge.”13 Additionally, Millennials also identify music 
and pop culture as important in their lives at 11%, possessing a liberal nature and 
tolerance at 7%, being smarter 6%, and clothing as a priority at 5% of response as 
distinctive to their generation. To the contrary, Boomers do not identify any of 
these as pertinent to their generation. Rather, they identify with the following: 
being respectful with 14% of the responses, having values or morals with 8%, 
identifying with the term Baby Boomers at 6%, and being smarter with 5%. 
14
 
These statistics are just a few examples of the differences highlighted in the 
research study. This qualitative and quantitative data is useful in both creating a 
profile of Millennials and distinguishing them from other generations. 
Defining E-Philanthropy 
 In order to successfully engage in e-Philanthropy, it is important for 
organizations to fully understand its definition. According to Ted Hart, “e-
philanthropy is the building and enhancing of relationships with volunteers and 
supporters of nonprofit organizations using the Internet.”15  Further, it allows 
organizations to utilize technology to benefit the patron and to achieve its 
fundraising goals. Also, Hart writes that e-philanthropy “includes efforts that 
build and enhance relationships with supporters using an Internet-based platform . 
                                                          
13
 Pew Research Center. 
14
 Pew Research Center.  
15
 Ted Hart, “ePhilanthropy Strategy: Where Relationship Building, Fundraising, and Technology 
Meet,” in Nonprofit Internet Strategies: Best Practices for Marketing, Communications, and 
Fundraising Success (Hoboken, NJ: Wiley, 2005), 2.  
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. . and the storage and usage of electronic data or the use of electronic methods to 
communicate with donors and others and to support fundraising activities.”16  By 
understanding the concept of e-philanthropy, organizations can determine ways in 
which it can improve their fundraising activities and interactions with supporters. 
Using E-Philanthropy and Technology to Engage Generation Y 
 Because Generation Y depends heavily on technology, e-philanthropy is a 
logical strategy for organizations to use when engaging Millennials. To better 
understand the trends in e-philanthropy, an article in The Chronicle of 
Philanthropy, which shares findings from a survey about online giving, is useful. 
In the article, Barton and Wallace
17
 provide both quantitative and qualitative 
information about online fundraising. Because online fundraising is a major 
component of e-philanthropy, the data in the article is important in understanding 
successful e-philanthropy strategies. The data indicates an increase of 5% in 
online giving from 2008 to 2009 despite the recession, yet the donations received 
were generally smaller. In fact, more than half the organizations that received 
online donations reported a decrease in the overall monetary amount of the gifts 
received. Still, the growing trend of online giving is prompting organizations to 
reallocate their resources to online fundraising as opposed to direct mail methods. 
In fact, roughly 35% of the organizations reported making this type of change in 
their procedures. With this trend towards online giving, the article notes that a 
major obstacle for organizations is the “absence of systematic way to reach out to 
                                                          
16
 Hart, 2. 
17 Noelle Barton and Nicole Wallace, “Online Giving Continues to Grow but At a Slower Pace, 
Chronicle Finds," The Chronicle of Philanthopy, April 18, 2010: n.p. 
http://philanthropy.com/article/Online-Giving-Grows-but-at-a/65089/ (accessed May 19, 2010). 
 11 
 
donors online.”18  Still, organizations are finding ways to take advantage of 
electronic sources to raise funds.  
 Another article from The Chronicle of Philanthropy highlights the results 
of a study about Generation Y and the idea that charities must expand the giving 
options they provide. In the article, Preston
19
 presents both qualitative and 
quantitative data. For example, the article provides several statistics about 
Generation Y including: 29% made online donations in the last year, 37% joined a 
non-profits social networking profile in the last year, and 93% prefer to 
communicate with organizations they support via email. Further, the author states 
that the study found that Generation Y have “high expectations for online 
attempts to attract them.”20 Also, members of Generation Y are more inclined 
than earlier generations to utilize multiple ways to donate. All in all, the article 
provides data that is useful for both building a profile of Millennials and the use 
of technology as an important strategy to attract and keep them interested and 
engaged. 
 In addition, a study by Anderson and Mann
21
 reviews the use of 
technology in fundraising. The Wired Fundraiser uses a mix of qualitative and 
quantitative data and studies two types of wired fundraisers.  The study draws 
                                                          
18
 Barton and Wallace. 
19
 Caroline Preston, “Charities Must Find Multiple Ways to Persuade People of Different 
Generations to Give, Study Finds," The Chronicle of Philanthropy, 2010. March 14, 2010. 
http://philanthropy.com/article/Charities-Must-Find-Multiple/64673/ (accessed May 19, 2010). 
20
 Preston. 
21
 Katya Anderson and Stacie Mann, "The Wired Fundraiser How Technology is Making 
Fundraising Good to Go," SixDegrees.org. 2007. 
http://www.fundraising123.org/files/The%20Wired%20Fundraiser%20a%20Network%20for%20
Good%20Study.pdf (accessed May 24, 2010). 
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from several sources including documentation of experiences by the online 
fundraising website Network for Good, statistical information from a benchmark 
study by Peter Dietz
22
, and information from a study of fundraising through 
Facebook. The authors describe two types of wired fundraisers, one is a 
fundraiser who is “made more powerful because of the internet”23 and the other 
describes a people who are becoming fundraisers as a result of the internet. 
Additionally, the findings of the study are important to consider since they 
support the idea that the use of technology is playing an increasingly important 
role in philanthropy. As stated in the report, key results from the study were: 
“when wired fundraisers talk, people listen and that not every wired fundraiser is 
a champion; technology makes a difference, and smart charities embrace the 
wired fundraiser.”24 Also, the study focuses on other ways organizations can use 
technology to engage in e-philanthropy including the idea that organizations 
should “tap into social networks.”25 Finally, it makes recommendations for both 
charities and fundraisers. By following these recommendations, it is possible for 
organizations to engage in some successful strategies. This study is pertinent to 
the research question because it emphasizes the role of the fundraiser in e-
philanthropy. However, it is important to note that, although these articles are not 
based on the arts, the points are still valid. All of the points made by the authors 
can be applied to the cultural sector. 
                                                          
 
22
 Peter Dietz, "Show Me the Numbers: Can Group Fundraising Help You," Tech Soup, June 18, 
2007, http:///www.techsoup.org/learningcenter/funding/page7190.cfm?cg=searchterms&sg=deitz 
(accessed May 20, 2010). 
23
 Anderson and Mann. 
24
 Anderson and Mann. 
25
 Anderson and Mann. 
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 Since e-philanthropy is becoming increasingly popular, there are a large 
number of websites with recommendations on the best strategies for success. One 
company in particular has extensive information about this subject. This online 
company is the aforementioned Network for Good, and one of their articles 
outlines what they consider the best practices for engaging in e-philanthropy. An 
article, E-Philanthropy Code of Ethics includes qualitative data that explicitly 
defines these practices. According to the article, a code exists to “promote high 
ethical standards in online fundraising and non-profit marketing, and to build trust 
among contributors.”26 This article is helpful in answering the research question 
because it provides organizations with a place to start when creating their online 
fundraising plan. 
 Additionally, Ted Hart suggests five strategies for incorporating e-
philanthropy into non-profit fundraising plans. These strategies include “integrate 
all supporter messages, give supporters a reason to visit you online, interact with 
supporters; don‟t just send messages, communicate using multiple messages, and 
assess and improve performance.”27 It is the combination of these strategies that is 
fundamental to an organization‟s ability to successfully implement an online 
fundraising plan. This qualitative data provides organizations with a framework 
for successfully engaging in e-philanthropy. 
 Another example of a resource for successful e-philanthropy policies is 
Blackbaud‟s E-Philanthropy Strategy for Non-Profits. This article provides both 
                                                          
26
 Network for Good, "E-Philanthropy Code of Ethics," Network for Good. July 20, 2008. 
http://www.fundraising123.org/article/ephilanthropy-code-ethics (accessed June 7, 2010). 
27
 Hart, 2. 
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qualitative and quantitative data about online giving. It supports the idea that 
more and more organizations are utilizing technology to balance their budgets and 
meet their missions. It offers suggestions on how organizations can use the 
internet to “generate higher average donations, reduce processing costs, access 
money faster, reach a more diverse group of people, and attract new donors at a 
much lower cost.”28 Many of the strategies in the article appeal to members of the 
younger generations.   
 Madeline Stanionis states that “online fundraising represents an 
opportunity that most groups can‟t afford to pass up.”29 As a result, the author 
offers the following strategies: implement a good but flexible plan, build a 
website that is creative and functional; provide information on the website that 
helps people understand why donations are needed; rely on campaigns rather than 
appeals; employ creative thinking and be authentic; and learn from past successes 
and failures.
30
 All of these concepts can assist organizations in successfully 
engaging in e-philanthropy. 
  Next, because social networking is an integral part of Millennials‟ lives, 
organizations must consider utilizing these sites in their online fundraising plan. 
Bret Bonfield‟s provides guidelines for organizations to use in determining their 
                                                          
28
 Blackbaud, "E-Philanthropy Strategy for Nonprofits." White Paper. February 2002. 
https://www.blackbaud.com/.../WhitePaper_ePhilanthropyStrategy.pdf (accessed May 19, 2010). 
29
 Madeline Stanionis, "Donate Now: Online Fundraising." In Managing Technology to  
Meet Your Mission, by Holly Ross, Katrin Verclas, and Alison Levine (San  
Francisco, CA: Josey-Bass, 2009), 245. 
30
 Stanionis. 
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use of social networking sites.
31
 He uses qualitative data to outline reasons why 
social networking might not be the right choice for organizations as well as 
opportunities to take advantage of what they have to offer. As e-philanthropy 
grows beyond the ability for people to donate online through websites, 
organizations need to utilize other current technological trends to raise money. 
Research shows that Millennials spend time on social networking sites and 
depend on it to connect with friends and the organizations they support. As a 
result, this information is helpful in both engaging Millennials and creating a 
successful e-philanthropy plan. 
Additionally, an integral part of a successful e-philanthropy plan includes 
effective email strategies. In fact, Eugene Carr states that “a significant and 
growing portion of arts patrons embraces the Internet as a better way to get 
information, and prefers e-mail for getting and responding to your marketing 
messages.”32 Because of the importance of email in an e-philanthropy plan, Carr 
suggests several tips for a successful email campaign. They are:  
make the development of your “opt-in” e-mail list a major marketing 
objective, always collect segmentation and demographic information 
along with the e-mail address, send targeted e-mail messages, keep your 
list clean and current, understand and comply with the Anti-Spam Law, 
make your messages visually impressive; measure, measure, and measure; 
understand the “non-deliverability” problem and how to address it, and 
better design gets better results.
33
 
 
                                                          
31
 Bret Bonfield, "IdealWare," January 2008. 
http://www.idealware.org/articles/should_you_social_network.php (accessed March 15, 2009). 
32
  Eugene Carr, Wired for Culture: How E Mail is Revolutionizing Arts Marketing (New York: 
Patron, 2007), 11. 
33
 Carr, 49-69. 
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By following these ideas offered by Carr, organizations potentially increase the 
success of their email campaigns, helping them achieve success in e-philanthropy.  
 Finally, Peter Dietz
34
provides interesting statistics about group 
fundraising. Because of Millennials‟ preference for group interaction, the 
information in his article provides potential insight on how to attract them. The 
study gathered data from information submitted by ChipIn, Firstgiving, 
GiveMeaning, SixDegrees, and JustGive, which are all online fundraising 
websites. By collecting and analyzing this information, the study‟s goal was to 
determine the feasibility and worth in using group fundraising strategies. 
Additionally, the study represents a benchmarking tool that organizations can use 
to determine techniques to engage in group fundraising.  As a result of the study, 
the author determined that group fundraising is beneficial when utilized 
effectively. Because Generation Y is attracted to group activities, this study is 
beneficial by providing another example of how to engage them through the 
internet.   
Conclusion 
 Overall, the themes of the articles are consistent, and suggest that e-
philanthropy is growing in popularity and effectiveness. However, the research 
also acknowledges that there are certain strategies that need to be employed to 
attain success. Further, it recognizes that while growing in popularity, e-
philanthropy still represents only a small part of organizational fundraising plans.  
                                                          
34
 Dietz. 
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While many of the authors were not specifically examining theatres or even the 
cultural sector, their ideas and findings were directed at non-profit institutions. As 
a result, the concepts can be applied to theatre organizations that desire to 
implement an e-philanthropy plan. Further, the research represents primary 
strategies that organizations can use to attract Generation Y, inciting them to 
donate money.  
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CHAPTER TWO- METHODOLOGY 
 
 
Overview 
 This study was conducted to determine if theatres in the Philadelphia 
region are targeting and engaging Generation Y through e-philanthropy. In order 
to answer the research question, three theatres were identified and a staff member 
from each organization was interviewed. The data gathered from the interviews 
was supplemented by existing literature in the field to aid in answering the 
research question. As a result, the research question will be answered through a 
comparison of the data obtained during the interview process against existing 
published information. 
Research Process 
 First, a mixed method was used in this process. The goal was to gather 
primarily qualitative and minimal quantitative information about theatres in the 
Philadelphia region and their online fundraising practices. The intent was to 
determine if theatres are fully utilizing technology to reach a younger generation 
of potential donors. 
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In order to complete this goal, three theatres were identified as potential 
participants in the study. Prior to interviewing the theatres‟ representatives, 
preliminary research was completed through a study of the theatres‟ websites. 
Information gathered includes a brief history of the organization, organizational 
age, basic information about the programming, social media information, and 
whether or not a “donate now” button was present.  Next, an inquiry was sent via 
e-mail to a staff member at each organization asking about their availability and 
willingness to participate in the study. The participants and organizations will not 
be identified because confidentiality and anonymity were assured. The interviews 
were transcribed and the data collected from participants‟ answers was then 
analyzed. Third, a set of questions was created, followed by a 45 to 60 minute 
interview with each participant. Participants included the General Manager from 
Theatre A, the Development Director from Theatre B, and the General Manager 
from Theatre C. Also, with the consent of the participants, the interviews were 
recorded on a digital recorder. In addition, at the conclusion of each interview, the 
participants were asked for permission to be contacted for follow-up questions or 
clarification via email, if necessary.  
Participants 
 Theatre A is a member of the League of Residential Theatres (LORT), 
with a LORT D classification. The company was established 37 years ago, has 
one stage and a resident acting company. Additionally, the theatre employs both 
members and non-members of Actor‟s Equity Association. Also, the staff 
includes approximately 70 full and part-time employees. Theatre A offers a range 
 20 
 
of programming. Each year, the theatre produces a series of plays including 
selections for children. Along with their theatre series, they also offer classes for 
adults and children throughout the year. This theatre was also selected because of 
its reputation in the region and because of previous personal contact between the 
researcher and participant.  
 Theatre B is also a residential theatre and member of LORT. However, 
unlike Theatre A, this company has two stages and as a result has both a LORT C 
and LORT D classification. Established 24 years ago, Theatre B, is the youngest 
of the three participating companies. Additionally, this company has 
approximately 79 full and part-time staff members and also employees both 
Equity and Non-Equity actors.  
 Similarly to Theatre A, this theatre offers a wide range of programming. 
Each year, the theatre offers both a drama series and a children‟s theatre series. In 
addition, Theatre B operates a drama school for children of all ages. Due to a 
previous working relationship between the researcher and participant, as well as 
the success of the company‟s programming, and the theatre‟s reputation, this 
theatre was selected.  
 Another LORT D residential theatre was selected, Theatre C. As with 
Theatre A, this company has one stage, and employs both Equity and Non-Equity 
actors, but does not have a resident acting troupe. Further, Theatre C was 
established 39 years ago and is the oldest of the three companies. Currently, 
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Theatre C employs approximately 24 full-time and 150 seasonal staff members 
each year. 
 Theatre C‟s programming offers a theatre series as well as performances 
by a resident dance troupe. Also, the theatre offers a range of educational 
programming to youths, geared towards middle-school aged children and older. 
Again, Theatre C was selected due to the success of the organization and because 
of personal connections between the researcher and participant. 
 Table 1 below summarizes general information about all three theatres and 
their use of technology. It indentifies the LORT classification for each of the 
theatres, the number of subscribers, donors, and email subscribers of each theatre, 
and provides statistics on the theatres‟ use of social media. The information in the 
table was complied by reviewing the companies‟ websites and during the 
interview process with each of theatres‟ participant. 
 
 
Limitations of Study and Future Research 
 
The greatest limitation of this study is the number of theatres surveyed. 
With only three theatres included in the study, this is not necessarily an accurate 
Table 1: Characteristics of  Interviewed Theatres
Theatre LORT Actor's Equity Subscribers Donors E-Mail Campaigns Email Subscribers Facebook Twitter "Likes" Followers
A D Yes 8,000 3,000 Yes 9,000 Yes Yes 1,553 1,039
B D Yes 7,500 600 Yes 34,000 Yes Yes 3,573 2,791
C D Yes 5,600 1,750 Yes 10,000 Yes Yes 1,934 3,589
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or complete sampling of how theatres use technology and engage in e-
philanthropy in the region or in the country in order to engage Generation Y. 
Further, the sample region was limited to the Philadelphia area. Again, this is a 
narrowly focused geographic area and does not indicate what other theatres 
nationally are doing to attract members of Generation Y. Finally, although all 
theatres were regional LORT D theatres, with similar amounts of donors or 
subscribers, the budgets of the theatres were not consistent. As a result, the results 
and conclusions may be affected. 
Recommendations for future research include the augmentation, 
modification, and refutation of the findings and conclusions in this study.  Some 
studies could include: surveying a larger sample of theatres over a broader 
geographic region, completing a study comparing and contrasting results from 
varying geographic regions, and a focus on comparing large theatres with large 
budgets to each other or small theaters with small budgets against each other. 
Further, a study could examine the effects budget size has on the ability of 
theatres to engage in e-philanthropy. 
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CHAPTER THREE: RESULTS 
 
 
E-Philanthropy Overview 
 Research shows that engaging in e-philanthropy can benefit both the 
patron and the organization. For the most part, Theatres A, B, and C all agree that 
e-philanthropy is beneficial, but each theatre currently varies their use of it. 
According to Theatre C, Generation Y is “the era of individual that is going to 
respond to e-philanthropy, but we have to figure out what the message is that 
they‟re going to respond to.”35 Also, each organization has a basic understanding 
of the definition of e-philanthropy and how it can be used to increase interest in 
their theatres. 
Audience Demographics  
 Theatre A has approximately 8,000 subscribers and 3,000 supporters, and 
approximately 50% of the subscribers are over the age of 50.  (Refer to Table 1) 
Located outside of Philadelphia, the theatre serves Chester, Delaware, and 
Philadelphia counties.
36
 
 
                                                          
35
 Theatre C, interview by author, Philadelphia, PA, April 2, 2012. 
36
 Theatre A, interview by author, Malvern, PA, March 20, 2012. 
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 Theatre B has approximately 7,500 theatre subscribers and 2,000 
children‟s theatre subscribers. Additionally, they have about 600 donors. (Refer to 
Table 1) According to Theatre B, both their subscribers and donors tend to fall 
into the same demographic. This demographic is highly educated and their ages 
range from their mid-40‟s to their mid-60‟s. Based on their age, most of their 
supporters would be considered members of the Baby Boomer demographic. The 
theatre draws people from the greater Philadelphia area, including center city and 
the surrounding counties, as well as neighboring South Jersey.
37
 
 Theatre C also serves the greater Philadelphia region. Their subscribers 
total approximately 5,600 people, and they have 1,780 donors, including 30 board 
members. (Refer to Table 1)  Typically, their subscribers are 65 years old and 
older. Also, they have an increasing number of subscribers in their 50‟s, since 
they started trying to build a younger target audience. Again, like Theatre B, the 
majority of their supporters are Baby Boomers. Despite having a substantial donor 
base, most significant donations still come from foundations.
38
  
 Overall, the average ages of all three theatres‟ patrons and supporters were 
people who were members of the Baby Boomer generation. Further, the number 
of Millennials in each of the companies‟ audience demographics was minimal. 
The number of patrons and supporters, who are of members of Generation X, 
namely people born between the years 1965 and 1982, were not discussed.
39
 
                                                          
37
 Theatre B, interview by author, Philadelphia, PA, April 6, 2012. 
38
 Theatre C. 
39
 The Echo Boom, The Echo Boom.com http://theechoboom.com/2010/09/dateage-range-of-
baby-boomers-generation-x-and-generation-y/ (accessed July 15, 2013).  
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Fundraising, Audience Development, and Programming targeting 
Generation Y 
 While the theatres are engaging in e-philanthropy, for the most part, none 
of the theatres had a specific plan for targeting members of Generation Y as 
donors. Further, their reasons for not engaging and their level of interest in 
starting a campaign to secure Generation Y as supporters are varied. In fact, all of 
the theatres responded that their interest in engaging this generation was from a 
marketing perspective rather than a development one. As a result, each of the 
theatres felt they have programming that they believe targets Millennials and 
appeals to the Generation Y demographic.  
 For example, Theatre A has a “subscriber teen engagement program.”40 As 
part of this program, a group of teenagers meet at the theatre nine times a year. 
Over the nine sessions, the students participate in a workshop during which they 
read the script, share meals, and see the show together. In addition, the students 
meet after the show to discuss what they saw. Consequently, the theatre uses this 
group discussion as an opportunity to learn what the teens did and did not like 
about the show. Also, they ask the teens what kinds of shows they would like to 
see, as well as what keeps them involved in the programming at the theatre. 
Currently, there are 40 participants in the group whom the theater regards as 
ambassadors of their organization.
41
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 Theatre A. 
41
 Theatre A. 
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 Theatre A does not track and could not provide any data on whether 
alumni of this program later return as donors or supporters. However, Theater A 
did recently receive a grant to track the impact their programming has on high 
school students. As part of the grant, the theatre studied a group of individuals 
who saw their programming as high school students and then followed up to 
determine where they are today and what impact, if any, theatre made on their 
lives. Theatre A does not specifically target Millennials as donors because of 
economic circumstances and their perception about Generation Y‟s ability to 
donate. For the most part, Theatre A‟s primary goal in engaging Generation Y is 
to encourage this audience to attend and enjoy the theatre. While they recognize 
the importance of this demographic, engaging them as donors is secondary to 
engaging them as audience members and patrons.
42
 
 Next, Theatre B views engagement as a long process that begins with a 
person buying single tickets. The theatre hopes this is followed by single ticket 
buyers becoming subscribers and finally donors. With that in mind, Theatre B‟s 
goal in attracting Generation Y is just getting them in the door. In order to get the 
target audience to attend the theatre, they offer a program on a special night 
during the run of each of the five main-stage productions.  As part of this 
program, they target young professionals by offering a pre-show reception at the 
theatre. During this time people can mingle, socialize, and enjoy refreshments. 
After the show, the group is invited to a bar in the area, where they can socialize 
more and discuss the performance. Although it is a marketing event, a member of 
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the development staff always attends, since they believe engagement “starts at the 
lower level of just getting involved.”43  According to Theatre B, this event has 
grown over the past several years, and attendance has been as many as 40 people. 
Since most of these people are new to the theatre, this is considered a success. 
Further, the company believes this event appeals to the demographic because it 
allows attendees to meet new people and see a play as a group. In addition, the 
marketing and development departments have discussed the possibility of 
soliciting this group for donations as it grows. 
 Another way Theatre B engages Generation Y is through their Children‟s 
Theatre series. Potentially, some members of this generation have children whom 
they bring to see the shows in this series. Additionally, the theatre does solicit 
Children‟s Theatre series subscribers, so they may be indirectly soliciting 
members of Generation Y. While they solicit this group, the theatre did state that 
the level of giving from this group tends to be less often and for smaller amounts. 
 Generally, Theatre B stated the reasons they do not specifically solicit 
members of Generation Y are economic.
44
 The theatre feels that members of this 
generation do not have a lot of disposable income; they have large student loans, 
and are not in a philanthropic mindset. Also, the theatre does not see a majority of 
large donations coming from this age group. As a result, the investment of time it 
would take to cultivate relationships with Millennials would not provide enough 
of a return. The organization believes that with such a small staff, they need to 
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prioritize their time and focus their energy on the people and groups where they 
will raise the most money. And for this theatre, the most dollars tend to come 
from older patrons. 
 Theatre  C recognizes they need to engage Generation Y now because 
their “subscribers and older donors are dying off and if we don‟t replace them 
we‟re going to die off, not just as an organization but as an institution.”45  The 
company also acknowledges engaging this younger generation is a difficult task. 
The theatre attributes this partly to the generation‟s need for instant gratification 
and the need to see immediate results when they give. According to Theatre C‟s 
representative, “Generation Y is a tough nut to crack, because they want instant 
gratification. I think the biggest issue faced with them, especially in our business, 
if they are going to give they want to give where they immediately see results.”46 
While the theatre is not currently doing anything specifically to target the 
generation, the company believes this is the time to “get them on the hook.”47  
Contrary to the perceived ideas by Theatres A and B that Millennials do not have 
the extra disposable income, Theater C believes they do have the money to spend. 
And by engaging them now and by encouraging them to give early on, they will 
become the donor at 40, 50, or 60 who has always given to the organization. 
 In order to engage the target generation, Theatre C offers a subscription 
package to people under the age of 35.  During the 4
th
 week of the show, there is a 
night for members who purchase this subscription to attend a pre-show event. At 
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the event, wine and food is served and people have the opportunity to socialize 
before attending the performance. The events are run by a younger board member 
and the intent is to get members of the younger generation and young 
professionals from the region into the theatre. The company hopes that by 
engaging the younger demographic now the target audience will become loyal 
subscribers and donors as they age. Additionally, the theatre sells single tickets 
for this event, so the experience is not limited to subscribers. Further, Theatre C‟s 
participant cited an example of a contact made at one of these events recently. A 
young man attended one of these events and expressed interest in getting involved 
with developing and growing programs targeting younger audience members. For 
the theatre, this represented a level of success. Although no money was raised, the 
theatre found a volunteer who could help them attain their goals for reaching a 
wider range of individuals.  
 Another program offered by Theatre C that targets younger generations is 
their artist residency program. As part of this program, the theatre sends teaching 
artists to local high schools who then work with the schools‟ current curriculum 
and high school teachers. During the program, the artists, teachers, and students 
work together to write a play, write poetry, or write poetry jams. The theatre also 
provided an example of a particularly successful play that resulted from this 
program. In fact, the play was recently revived and performed on Theatre C‟s 
stage. 
 Another example of a program offered by Theatre C targets high school 
and college students. It is a type of outreach program that provides an opportunity 
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for groups of students to come see the show. As a preparation for attending the 
play, the theatre sends an artist out to the schools. Then, the students participate in 
a post-show discussion. The total experience provides students with ample 
opportunity to learn as much as possible from attending the theatre. 
 Finally, Theatre C also has a resident dance company. Typically, ballet 
draws a much different demographic than theatre. While the company notices 
some crossover between the ballet subscribers and theatre subscribers, it is not 
prevalent. Still, the ballet company is relatively new, and they have recently seen 
growing crossover between the two audiences. 
Online Fundraising and Technology Use 
 
   All three theatres are engaging in online fundraising on some level. 
Theatre A has a “donate now” button on their homepage. As of April 2012, the 
number of donations received online for fiscal year 2012 was $4,483. Previously, 
in fiscal year 2011, of $400,000 raised in individual giving, the total received 
online was $3,563.
48
 The theatre is definitely noticing an increase in online 
donations. They are also registered with Good Search, an online retailer that 
donates portions of sales to non-profits who register on their site. When people 
shop online at Good Search, they can choose to support a registered non-profit. 
Then, a percentage of the sale is donated to the organization. Since Theatre A just 
signed up with Good Search, there has not been a large amount of money raised. 
Currently, the staff and acting company uses Good Search, and there is a link to 
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the Good Search site on their homepage. At present, the total raised through Good 
Search is $138 with 45 supporters.
49
 Also, Theatre A plans to make a direct 
appeal to their “constituents to make us their Good Search charity with the aim of 
multiplying our number of supporters.”50 
 In general, Theatre A believes that technology is relatively inexpensive, 
and the theatre believes it has state-of-the-art technology.  As a result, the theatre 
has a program where, on rotation, they buy staff members a new computer every 5 
to 8 years. According to Theatre A, they are constantly upgrading. Additionally, 
the company uses a sophisticated ticketing and donation software called 
Tessitura. Because of the robust nature of Tessitura, the theatre is able to keep 
detailed notes on donors and supporters in the database. While the company does 
not have a specific budget dedicated to creating, implementing, and managing an 
online fundraising plan, significant resources are dedicated to sustaining their 
technological needs. 
 Similarly, Theatre B also has a “donate now” button on their homepage. In 
order to alert people to this option, they put the link to the button on every 
solicitation they send out. As a reminder, they follow up with emails to everyone 
that received the solicitation letter who has not responded. The follow-up email 
mirrors the letter and a link to the giving page of the theatre‟s website is included. 
Usually, the theatre sees a slight increase in online donations after sending this 
reminder.  
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 Another example of how Theatre B is using technology is through their 
auction. Previously, the silent auction was held at the theatre during their annual 
gala. However, this year, the auction is 100% online. They also used email to 
feature auction items and to alert patrons of particular items available for bidding. 
At the time of the interview, the auction was ongoing; therefore, it was difficult to 
report on the results. However, the theatre felt that bids were a little low, but also 
thought the bidding would increase as the auction neared its closing. By sending 
emails to patrons that the auction was closing soon, and urging them to get their 
bids in, they thought bidding would increase. 
 Additionally, Theatre B has a staff member dedicated to managing the 
social media and email campaigns. While these are not her only tasks, she is 
extremely perceptive at the aspects of her job that deal with social media. Also, 
like Theatre A, the company operates on a ticketing and donation database, but it 
is not Tessitura. Instead, Theatre B utilizes ProVenue. This system was created by 
tickets.com and does not have the reporting capabilities of Tessitura. Further, it 
does not have the capability to keep detailed notes on patrons, which is a 
detriment according to the organization. The company feels that a good database 
is important and that they have outgrown their current system.
51
 
 As with Theatre A and Theatre B, Theatre C also has a “donate now” link 
on their homepage. For this company, there are two opportunities for patrons to 
give online: making stand-alone donations through the website and by adding on a 
contribution when buying tickets online. According to the company, add-on 
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contributions tend to be more popular than stand-alone contributions. Also, they 
tend to get more and larger contributions with online subscription renewals. 
Further, the board members of the company prefer to make their donations online.  
With the board members‟ donations, the company receives approximately 5% to 
6% of their donations online, with the average age of online donors being in the 
40 to 60 range.
52
 Despite these opportunities to give online, the company 
acknowledges they are struggling with getting their patrons to donate in this 
manner. 
 Next, Theatre C uses Tessitura, but they are part of a consortium of arts 
organizations in Philadelphia that are all on the same master site license. Because 
of the cost of Tessitura, several theatres in Philadelphia agreed to be part of this 
consortium so only one master site license needed to be purchased. As a result, 
each member would then be a sub-licensee on Tessitura, making the database 
more affordable. In addition, as part of the consortium, members enter an 
agreement allowing the other companies to have access to their marketing data 
through Tessitura. The agreement allows members to see patron information 
about who bought what tickets, what shows patrons bought tickets for, and how 
they purchased them. The information is strictly used for marketing purposes and 
does not include patron email, phone numbers, or financial information. Also, 
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access does not include the emails and phone numbers of the patrons, nor does it 
provide financial data.
53
  
 The cost of consortium membership is based on the size of each theatre‟s 
budget and their ticket sales. Based on these factors, the monetary responsibility 
of each member is varied and tailored to be affordable for each organization. 
Because Theatre C is one of the largest theatres in the consortium, they are 
responsible for a large portion of the overall fees associated with Tessitura. As a 
result, the consortium membership fee represents a significant portion of Theatre 
C‟s technology budget. Other items in the technology budget include a 
membership to Patron Mail, website hosting fees, maintenance and upkeep of 
hardware, and annual support contracts. According to the company, there is not a 
specific dedicated budget for a targeted e-philanthropy campaign. 
E-Mail Campaigns 
 Another important aspect of e-philanthropy is the way theatre companies 
utilize e-mail to engage donors and patrons. Theatre A uses email to alert patrons 
of various programming, events, and fundraising initiatives. Currently, there are 
approximately 9,000 people on their email lists, and, at this time, the theatre sends 
out e-blasts bi-monthly.
54
  Each internal department prepares their e-mail blasts, 
and then the IT department coordinates and sends out the e-mails. The coordinator 
makes sure the emails are appropriately timed; consequently, the same people are 
not inundated with emails multiple times a week. According to the company, they 
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“are working on segmenting our lists and our appeals to maximize income while 
preventing inbox overflow for our constituents.”55 
 Further, as part of any email campaign, organizations must offer their 
recipients the opportunity to opt-out.  Theatre A does allow people to opt-out. The 
reasons they feel people choose to opt-out are because of the messaging or that 
people want to cut down on the email they receive. 
 For the most part, Theatre A‟s donors prefer to be contacted by letter, 
particularly the major donors. The company attributes this to the major donors‟ 
age.  Generally, their older donors are just not going to respond to an email, 
because they prefer some special treatment and want to feel like some effort was 
put into the appeal. According to Theatre A, major donors “are not going to 
respond by email especially . . . if they are going to give a lot of money. They 
want some attention and they want some thought behind it.”56 As a result, the 
company still uses formal letters and person to person contacts when seeking 
larger donations. This is because they have found it to be a more effective way to 
secure the contribution. On the other hand, when seeking donations in smaller 
amounts, such as $25, $50, or $100, the company feels email followed up by a 
phone call is appropriate and effective. 
  Theatre B has an extensive email campaign, especially as a mechanism 
for following up with their patrons and supporters. The company considers how 
people want to be communicated with when putting together the email messages. 
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The company acknowledges that email use among their patrons is growing and 
people are depending on it more. Further, the Managing Director and co-founder 
of the company, sends out a more personalized email to their patrons and donors. 
Since some of the donors have been with the company since its start, this 
personalized approach helps donors feel special and connected to the company. 
Because the email comes directly from the Managing Director, and is not just a 
direct plea for money or to sell tickets, it is especially appealing to the donors. 
The company uses it as an immediate way to reach out to donors and get 
information to them quickly.
57
 
 In addition, the company subscribes to Patron Mail. This service helps the 
company manage all of its email blasts. Each department creates their email 
correspondence and then submits it to Patron Mail to be sent out. The 
departments communicate with each other about their messaging in order that 
they do not inadvertently inundate supporters with multiple emails at the same 
time.  
 As part of their email campaigns, the development department uses email 
as both follow up letters and as an independent and specific targeted appeal.  The 
appeal is usually pertinent to the current fundraising initiative. One of the reasons 
Theatre B finds email so appealing is because it is free. It is an investment of 
time, but not a lot of money, as with a hard mail campaign. Even if the company 
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only gets a few donations out of an email appeal, they feel like it was worth the 
time invested. 
 Another way the company uses email is to inform ticket buyers of 
important information relating to their visit. The company sends out reminder 
emails to all ticket buyers which include information about the show, the start 
time, the length, as well as any pre or post show event related to the play. Also the 
email includes information regarding parking and recommends restaurants in the 
area. Following the show, the company then sends an email to ticket buyers 
thanking them for attending. According to the theatre, it is an immediate way to 
engage ticket buyers. 
 In order to get people to join and stay on their email list, the theatre 
occasionally offers incentives. For example, the theatre offers opportunities to win 
tickets to shows and other theatre events through their email lists. Also, the 
theatre partners with area restaurants and then offers members chances to win 
dinner for two. By doing this, Theatre B hopes to capture the emails of people 
who are not already subscribers or donors. Theatre B‟s opt out-data was 
unavailable.
58
 
 Similar to Theatre B, Theatre C is also a member of Patron Mail. Again, 
the theatre uses it to manage all of its email correspondences. Unlike Theatre B 
where each department creates their own e-letters, all email blasts are created in 
the Marketing Department. Generally, the Marketing Director or Public Relations 
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Manager will gather information from each department about content, create the 
email, send it to each department for approval, and then send it out to recipients. 
The theatre uses email in various ways to inform patrons and donors of pertinent 
information including: special events notification, information about educational 
programming, annual appeals, and active solicitations for funds. 
 Although the theatre does not really offer incentives for joining their email 
lists, they currently have approximately 10,000 members on their listserv.
59
 
Currently, the theatre does not have a true opt-out feature, and acknowledges that 
it needs to update this due to compliance issues. However, the theatre does have 
an unsubscribe option in their emails. According to the company, some of the 
reasons people choose to unsubscribe are: they did not like the last show and 
don‟t want to get the information anymore, or people are just trying to clean up 
their inboxes and cut down on incoming mail. 
Social Media 
 Presently, Theatre A uses both Facebook and Twitter as part of the 
marketing plans. With 1,553 people that “like” them on Facebook and 1,039 
followers on Twitter,
60
 the theatre has been using these tools for a while.  The 
main goal of using social media for Theatre A is to engage the younger audience.  
 At this time, Theatre A does host contests and offer incentives on 
Facebook and Twitter. Though no specific examples were cited, the theatre noted 
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the importance of putting the information on these sites to grow their audience 
and expand their exposure within their community. Also, the theatre believes that 
any time they contact a potential audience member and get a positive response, it 
has impact. By using social media, the theatre aims to make an impact even if it 
cannot be measured financially. 
 Just as Theatre A uses social media, so does Theatre B.  Since joining 
Facebook and Twitter within the last three years, Theatre B has gained 2,791 
followers on Twitter and 3,573 “likes” on Facebook.61 Further, the theatre is 
relatively new to using social media and the staff recalls having to justify joining 
the sites to the co-founders and directors of the company. Like Theatre A, Theatre 
B recognizes the importance of having a presence on Facebook and Twitter. 
Further, the staff member in charge of the theatre‟s social media campaign really 
understands the company‟s voice and the best way to use Facebook and Twitter to 
get their messages out to the community. According to the interviewee, “I really 
think that it is a skill . . . you can have a boring social media presence or just not 
being used it in the right way.”62  
 For the most part, Theatre B uses social media for engagement and not as 
a sales tool, though they will use both to post information about a last minute push 
on ticket specials. Still, it is really more about letting the community know about 
what is going on at the theatre. The company also uses it to engage the audience 
by asking for comments and feedback. 
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 In addition to their current use of social media, the theatre‟s development 
and marketing departments did meet at the beginning of the year to discuss ways 
the development department could use social media to drive people to their giving 
page. Unfortunately, it was not a priority and no plan resulted from the discussion. 
Still, there is interest by the company to utilize Facebook and social media for 
development purposes.  
 Theatre C also uses both Facebook and Twitter to engage their audience 
members.  Currently, the theatre has 1,934 “likes” on Facebook and has been 
using it for about three to four years. Also, the theatre has been on Twitter for 
about a year and a half and has 2,589 followers.
63
 Like the other theatres, Theatre 
C uses social media as a marketing and engagement tool. Additionally, the theatre 
has started using Facebook to post ads targeting students.  
 Although the theatre has not seen any impact on their fundraising goals 
after implementing social media practices, they are reaching their audience. In 
fact, one result that the organization has seen is the engagement of audience 
members through active conversations about current productions. This is 
important because they believe securing donations begins with engagement. 
 Further, the company offers contests on Facebook as well as some 
incentives for joining the company‟s Facebook page. Some examples of 
incentives are free coffee at concession for people, who sign in with Foursquare 
or special discounts on tickets. Finally, the demographic breakdown of the 
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audience members on Theatre C‟s social media pages includes artists in the 
surrounding community and New York with the rest being either members of 
Generation Y or Baby Boomers. 
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CHAPTER FOUR: DISCUSSION 
 
 
 After compiling the information gathered from the interviews, it is 
necessary to examine if each theatre is using e-philanthropy to engage Generation 
Y and in what ways they might be doing so. By analyzing the results, 
determinations can be made if theatres in the Philadelphia region understand the 
importance of e-philanthropy, recognize the traits of the Millennials, and respond 
by building programming to attract them. Also, by building an understanding of 
Millennials, the theatres can craft a message targeting them specifically, 
encouraging them to attend the programming. In addition, other considerations 
include the effective maintenance of current technological standards and the use 
of email and social media to benefit their organization. 
 Theatre C seemed the most knowledgeable about the concept of e-
philanthropy. In fact, the interviewee was able to cite all the ways organizations 
can use technology to engage in e-philanthropy including social media, email, and 
accepting donations online. Because Theatre C was so technologically aware and 
because the organization was so familiar with basic e-philanthropy concepts, it is 
in a better position to utilize technology for its benefit. Even though Theatre C 
seemed the most knowledgeable about the concept of e-philanthropy, both 
Theatres A and B did recognize the important role technology plays in people‟s 
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daily lives. Further, they acknowledged that the effective and efficient use of 
technology will enhance their likelihood and level of success.  Overall, all three 
companies were committed to the idea that technology will continue to play an 
increasing role on both personal and professional goals of people and companies. 
Also, in all three companies‟ budgets, technology had dedicated funding that 
allows the theatres to adapt with changing and advancing technological trends. By 
dedicating funding and resources towards technology, all three companies have a 
better chance at successfully implementing an e-philanthropy strategy and plan.  
 Theatre C seemed to be more knowledgeable about Generation Y than 
Theatre A or Theatre B. Evidence of Theatre C‟s belief  that e-philanthropy is 
needed to engage Millennials is that they are  “the era of individual that is going 
to respond to e-philanthropy, but we have to figure out what the message is that 
they‟re going to respond to.”64 Further, throughout the conversation, it was 
evident that Theatre C was familiar with the traits and characteristics of 
Generation Y and the types of events that appeal to the demographic. In many 
instances, the interviewee was able to cite specific characteristics attributed to 
Generation Y that matched the previous research as noted in the literature review. 
For example, the interviewee could easily recite specifics including the age of the 
people that categorizes Generation Y and that Millennials prefer group settings. 
Also, the participant mentioned what she believed to be the widely accepted 
generalizations often made about the group‟s ability and interest to donate money. 
Incidentally, these perceptions are the same reasons Theatres A and B cited for 
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why more organizations do not attempt to engage Millennials including their own.  
Because of Theatre C‟s familiarity with the target audience, they seem much more 
likely to adapt their programming and fundraising techniques that appeal to 
younger generations. Also, based on the responses to many of the questions asked 
regarding Generation Y, this company seemed to recognize the importance of this 
generation in the future of their organization‟s longevity and ability to continue 
and attract audiences. 
 Unlike Theatre C, both Theatres A and B seemed less familiar with the 
common traits of Generation Y. Once some of the characteristics were explained, 
they both seemed to show more of an understating of the target audience. Still, the 
overall lack of familiarity with Millennials may indicate that the company is not 
invested in attracting the age group as potential donors. As a result of this 
misunderstanding of the younger generation, the theatres‟ programming could 
ignore a potential audience by dismissing this vital and vibrant demographic. The 
programming will not appeal to the Millennials; consequently, the audience is 
lost. 
 Theatre C disagreed with the common perception, amongst the theatres in 
study, that Millennials have student loans affecting their available disposable 
income and ability to contribute. Theater C also dispelled the belief that 
Millennials interests did not tend to be philanthropic at such a young age. Because 
of this perception, Theatre C vehemently believes that targeting Millennials at a 
young age increases the potential to cultivate life-long donors and supporters. 
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Because the company‟s perspective on the demographics‟ ability to donate 
contradicts the common perception, they are potentially more likely to implement 
programming that appeals to the generation and also to find new ways to motivate 
this potential audience to attend and to give.  
 On the other hand, the reasons stated by Theater B for not cultivating 
members of Generation Y were aligned with the perceived notions, indicated by 
Theatre C, that Millennials were not able or interested to give. Despite this, 
Theatre B was able to cite a specific example of how they engage Millennials by 
soliciting the parents who bring their children to the Children‟s Theatre Program. 
Nevertheless, the number of members in this program comprises a very small 
percentage of the overall patron base of the company.  As a result, this strategy 
does not yield many contributions. Generally, this myopic thinking on the part of 
Theatre B, may negatively impact their ability to encourage members of this 
audience to participate in the future.  If Theatre B engages Children‟s Theatre 
subscribers more aggressively now, they are potentially reaching two generations 
of potential supporters in both the parents and the children. 
 As noted, Theatre A also did not seem to see value in targeting Generation 
Y because they felt there was too much uncertainty in the economic stability or 
viability in Millennials‟ ability to give. This belief supports Theatre C‟s 
perspective of generalizations made about Millennials.  Also, it contradicts 
Theatre C‟s belief in the need to cultivate members of this generation.  While, 
there might be some truth to this generalization, this perception can apply to any 
age group, since an unstable economy is indiscriminate and affects every age 
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group. Further, Theatre A generally believes in instilling a love of theatre in teens 
and young adults. This theatre‟s philosophy is more about providing an 
experience and less about getting the audience to understand the need to support 
the arts. While this is important, Theatre A needs to expand their efforts beyond 
just providing an experience. If they want to be successful in growing their 
audiences, they need to continue to engage attendees after they have left the 
theatre. Finally, because targeting Millennials is not a primary goal for the theatre, 
they may be missing opportunities to establish solid relationships with a large part 
of the growing population. 
 While none of the companies had specific plans to target Millennials as 
donors, they all offered some types of programming they felt would appeal to this 
demographic. This is beneficial for all of the companies because in many cases 
donations come from members of the audiences attending the programs. While all 
of the theatres provided examples of how they cater to younger people, the level 
of available programming was varied.  
 For example, Theatre A has a program targeting teens. Through this 
process, teens from the region attend the theatre and participate in events 
surrounding a particular production.  Throughout the process, they engage the 
students asking for feedback and input on the program. Ideally, teens who attend 
this program, would develop a love of the company and return as young adults 
and as they age. Unfortunately, since the company does not currently track how 
many attendees of this program return as they get older, there is no way for them 
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to gauge the success of the program in establishing a long term relationship or a 
sense of loyalty between the participants and the theatre. 
 Interestingly, the company did receive a grant to study the impact their 
programming had on a group of high school students, but the results were not 
readily available. Although this grant was beneficial to the theatre, it is one small 
study of a long running program. Without continued monitoring, it is difficult to 
see the results of the study. In order to achieve success, continued monitoring and 
evaluations of successes and failures are needed. As a result, changes to 
programming can be made and implemented to improve the programming and 
experience. If more resources could be directed at tracking this type of 
information, the company may be able to gain knowledge and insight into what 
they can do to attract younger audience members.  Theatre A‟s focus is not on this 
demographic and as a result they do not necessarily direct resources to this task. 
The unwillingness to allocate resources now to engage Generation Y indicates a 
lack of foresight on Theatre A‟s part. Since it takes time to cultivate relationships 
with donors, the foundation for capturing the attention and interest of Millennials 
must occur now in order to ensure the sustainability of the organization. 
 Theatre B also offers slightly more varied programming that appeals to 
younger audience members than Theatre A. It seems that they offer opportunities 
to members of the target audience who are at different stages of their lives. For 
example, they have a Children‟s Theatre series which they hope will appeal to 
Millennials and their children. For the young adults who are members of 
Generation Y, the company offers package deals that include a party, ticket, and 
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access to an event after the show with discounted drinks and an opportunity to 
discuss the production in a social setting. This type of social engagement appeals 
to the Millennials. The lure of social interaction in this group concurs with 
Davidson‟s assessment65 of the characteristics that define this generation. This 
program directly mirrors the theatre‟s belief that engaging donors starts with just 
getting people to attend a production. Since the company has been expanding and 
adjusting this program over the past several years, the likelihood of attracting a 
larger core audience is increased. As the expansion of the program continues and 
membership increases, the potential to cultivate donors from this group of 
individuals also increases. Therefore, a more aggressive solicitation plan built 
around those that attend this event can potentially lead to life-long donors. 
Because of this targeted theatre series in particular, Theatre B is more likely to 
establish a solid donor base in Generation Y than Theatre A. 
  Like Theatre B, Theatre C also has a program targeting people under the 
age of 35. This is a subscription program and provides an opportunity at the 
theatre for attendees to socialize before the production. At this event, a member of 
the Board of Directors attends the event and engages the attendees. Again, this 
event mirrors the collaborative and engagement characteristics highlighted by 
Davidson
66
 and Greene.
67
 This aspect is important because it illustrates the 
dedication of the organization all the way up the chain of command to the goal of 
engaging younger donors. Further, because it is a subscription program, it 
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encourages people to commit to attending five shows during the season. On the 
other hand, Theatre B felt they could not expect members of the younger 
generation to purchase a subscription or to attend the theatre five times a season. 
At the same time, this theatre also offers single tickets to these special theatre 
nights so that those who cannot commit to an entire season can still participate in 
the programming offered. 
 Moreover, Theatre C has a specific campaign aimed at “building the 
audiences of tomorrow.”68 The intent is to attract high school and college students 
into the theatre to see the productions. Of the three companies, this program most 
specifically targets the Millennial demographic. This approach also aligns with 
their philosophy that engagement is more than money in the bank but also about 
building relationships. It is the cultivation of these relationships that will lead to 
new donors both in the near future and later in the patrons‟ lives. Additionally, 
Theatre C‟s resident dance troupe also provides opportunities for members for the 
younger generation to attend the theatre. Because the dance program tends to 
attract a different demographic, the company is reaching a wider range of 
individuals. As a result, they are increasing the potential of attracting more donors 
now and in the future since these different audiences have the potential to cross 
germinate and populate a new audience. 
          Lastly, Theatre C also has another program that targets high school 
students. Similar to their other program, the goal of this effort is to attract students 
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and to attempt to instill a love of theatre and the arts early in life. While Theatre A 
and B have similar programs, Theatre C‟s program engages the students on a 
more sophisticated and more involved level. By engaging the teachers and by 
building the experience in and around the school curriculum, the company is 
providing hands-on experience that the students may be able to apply to their 
everyday lives. The hands-on aspect also provides the students with an experience 
that is different than passively attending a performance. Instead, they will have a 
memory of how it felt to be a participant rather than a spectator. As a result, 
because of the participants‟ memory of their experience and their level of 
involvement, the possibility that they will become life long active supporters and 
donors increases dramatically. 
 Overall, it seems that Theatre C has the widest range of programming 
aimed at the target audience. Further, they are the only company of the three that 
specifically cited a program with the primary goal of increasing support and 
attendance of the target generation.  Additionally, this tactic aligns with Greene‟s 
recommendation that members of Generation Y show “brand loyalty.”69 By 
encouraging younger patrons to identify with their company‟s mission, vision and 
programing of the company, they are increasing the likelihood of loyalty from the 
target audience long term.  As a result, they seem most likely to succeed in 
engaging Generation Y. 
 For the most part, each of the companies participates in some sort of 
online fundraising. In addition, each of the companies has a different level of 
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interest in implementing an aggressive online fundraising plan. Further, each of 
the companies has varied resources which can be directed at implementing an 
online fundraising plan.  
 Even though Theatre A does have a “donate now” button on their web 
page, the total amount of gifts received online make up only a small percentage of 
their overall donations received. One reason could be is that the “donate now” 
button is not prominent on their main web page nor was it immediately evident  to 
the visitor why donations were necessary to the company‟s survival. This current 
practice contradicts Stanionis‟ recommended strategies70 about building a creative 
and functional website that is appealing but also conveys a message about the 
need for donations. Further, there is no effort currently in place by the company to 
encourage people to visit that part of their website. Additionally Hart previously 
state that organizations need to, “give supporters a reason to visit you online”,71  
but Theatre A has not followed these practices. Consequently, Theatre A has not 
capitalized upon an opportunity to attract and build a broader audience. By 
implementing a strategy that encourages people to click on that link, Theatre A 
may potentially increase its overall online fundraising totals.  
 One distinguishing way that Theatre A engages in e-philanthropy is 
through its membership with Good Search, an online fundraising website that 
donates money to charities each time a person searches the internet or shops 
through their site. Neither of the other two theatres were taking advantage of this 
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opportunity at the time of the study.  While Theatre A‟s membership to this 
resource was too new to provide any results, it still potentially generated 
donations for the theatre. Some of these donations might also come from the 
Millennials since the donations are received when people shop and search online 
through the Good Search website. Also, since Good Search is a tool for 
organizations to reach donors through everyday online activities, it is a simple and 
technologically savvy way to reach Generation Y online. By maintaining a 
membership with this organization and tracking results, Theatre A increases its 
potential for raising additional funds through this opportunity. Also, this tactic is 
unique to Theatre A, in this study, and agrees with Stanionis‟ recommendation to 
“be authentic.”72 
 Generally, Theatre A seemed dedicated to maintaining up-to-date 
technology practices in order to maintain their mission. For example, they do 
allocate funds to purchase new computers on a rotating basis so that staff 
members have access to the best possible equipment.  Because of this, the staff 
and company are more likely to keep up with technology trends in the theatre and 
business communities. This allows them to produce the best work and provide the 
best possible services to members of Generation Y and others.  
 Another way Theatre A uses technology to meet their mission is through 
their use of Tessitura. By tracking information about patron and donor 
preferences in this database, the company is gaining a better understanding of 
                                                          
72
 Stanionis, 260. 
 
 53 
 
their supporters. This understanding is important in the process of engaging and 
cultivating donors. While the use of Tessitura is not necessarily specific to 
Generation Y in this case, it is still important overall in the theatre‟s success at 
raising funds and providing programming people enjoy and want to attend. 
 Unlike Theatre A, Theatre B is on a system that is not used by many 
theatre companies and is really inadequate for their organization. This can be 
detrimental to the company‟s success. Further, their donor information is not 
stored in one program so therefore it would be difficult for them to build an 
accurate profile to identify donors and determine their preferences. All of this data 
needs to be accurate in order to be successful in securing donations and selling 
tickets. 
 Like Theatre A, Theatre B‟s “donate now” button on their website is not 
easy to find, which makes it inconvenient for people to donate online. Since 
members of Generation Y like immediate results, they may be deterred from 
searching the website for the link to donate. Nevertheless, Theatre B is dedicated 
to encouraging people to donate online by including the link on all the mailings 
sent to patrons and donors. This is a convenient way to drive donors towards the 
website and to the donation page. This practice allows the theatre to contact 
donors in a traditional way, which many still prefer, but also reminds people of 
the ease and convenience of giving online. Also since members of Generation Y 
like to be given the opportunity to give in multiple ways, this strategy will appeal 
to them. 
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 Theatre B‟s use of an online auction is another distinguishing way they are 
using technology to raise funds. At the time of the interview, the theatre was 
preparing for its annual gala. As part of that event, a silent auction is staged 
during the evening but, for that year, bidding for the silent auction was conducted 
100% online. This is a really creative way to raise money using technology, and it 
is accessible to more people than those attending the gala. Further, the auction 
items might appeal to members of Generation Y, causing them to submit a bid. It 
is a way to engage members of the younger generation, who might not have the 
time, money, or inclination to attend a gala. By allowing them the opportunity to 
participate in an online auction, they are still reaching a wider audience and 
potential pool of donors. Like Theatre A, this auction is an example that follows 
the recommendation that organizations “be authentic”73 in their use of technology 
and online strategies. 
 Unlike Theatres A and B, Theatre C‟s “donate now” button is prominently 
displayed on the webpage, which makes it easy to find and donate. In addition, 
there are also quick links to join the mailing list and become subscribers of the 
theatre.  Neither of these options appear on the main pages of the other two 
theatres. By having these links of the main page, Theatre C makes it simple and 
quick for people to engage in any of these options. Another way Theatre C allows 
patrons to donate online is by giving ticket buyers the opportunity to add a 
donation to their ticket purchase. While this strategy is dependent upon people 
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already supporting the theatre by buying tickets, it is still an effective way to 
utilize technology to raise funds. 
 In addition, because of Theatre C‟s membership to a consortium and its 
use of Tessitura, they are able to share information with other theatres to learn 
both successful and unsuccessful techniques and programming from other 
companies. Additionally, it allows them to reach a broader range of audiences 
because each of the companies can make recommendations to their patrons about 
programming that might appeal to them at Theatre C or other consortium 
members. Since Theatre C believes engagement starts with getting people in their 
seats, this is a way to reach more people, including those in Generation Y. Also, 
membership in consortium makes Tessitura more affordable, allowing budget 
dollars to be directed at other initiatives, including those aimed at members of 
younger generations. 
 Generally, all of the theatres had allocated dedicated resources, both 
budgetary and staff, aimed at maintaining their technology practices. Further, 
each of the companies had staff dedicated to maintaining the companies‟ 
technological needs. For the most part, Theatre C seems most successful at 
allocating all of their resources to effectively use technology. By continuing this 
practice, Theatre C is increasing their chances of reaching the target audience and 
beyond.  And if Theatres A and B begin reallocating resources to keeping their 
technology practices and hardware up to date, they will improve their chances at 
reaching members of Generation Y. 
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 Another way companies can use technology to engage donors is through 
conducting the effective use of email. By sending email directly to subscribers‟ 
inboxes, theatres can contact patrons immediately and with little cost. According 
to Krayewski, Millennials “have grown up actively using the internet and as a 
result expect to gain information quickly”.74 Because the immediacy of email 
appeals to members of Generation Y, theatres can capitalize on this technique to 
reach this demographic. Additionally, since many people access email on their 
phones, companies can reach their members just about anywhere at any time.  
 For the most part, all of the theatres in the study use email in some way to 
communicate with their supporters. For example, Theatre A sends out email blasts 
from each department. These emails as targeted to a specific recipient with a 
specific message from a specific department. Because each of the email 
correspondence is originated by the department sending the message, it allows for 
the content to be tailored to the reader to get the best possible response. Even 
though Theatre A has a dedicated email campaign for each department, the 
company does not focus on using email as a primary fundraising technique. While 
not every donor likes to be solicited via email, it is still a technique that may be 
beneficial if used with the right demographic. In addition, despite having more 
than 9,000 email subscribers, it is extremely unclear how to join Theatre A‟s 
email list. By ignoring the potential audience‟s challenges in joining the 
newsletter, the company has distanced itself from future donors and patrons, 
especially members of Generation Y. 
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Theater B also sends out targeted email campaigns both as follow-up 
messages and as independent solicitation. One example of a follow-up message is 
the generation of email sent to patrons following performances, thanking the 
patron for attending. This message also provides a link to the donation screen on 
their website. This effective strategy is a personalized way of acknowledging the 
ticket buyer, thanking them for their business and reminding them of the option to 
donate while their theatre experience is still fresh in their mind. By doing this, 
they are contacting potential donors when they are feeling positively towards the 
company.  
 In addition to solicitations, Theatre B spends a great deal of time 
personalizing the messages that they are sending via email, which will appeal to 
recipients and make them feel a part of the theatre family. Further, many 
messages come from either the Managing or Artistic Directors, which encourages 
a sense of inclusion for the recipient. In most cases, these messages are not about 
soliciting funds but rather a sharing of information. By doing this, the company is 
instilling positive feelings, which can, in some cases, lead to donations. Further, 
the content of this email aligns with many of the tips offered by Carr
75
 for a 
successful email campaign. Also, this strategy complies with recommendations 
made by Hart‟s recommendations to “don‟t just send messages, communicate.”76  
Further, Theatre B recognizes the cost effectiveness as well as the 
accessibility of email. By acknowledging people are spending more and more 
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time on email and implementing techniques solely based on electronic 
communications, they are widening their reach in the community. In fact, Theatre 
B‟s strategy for using email to engage arts patrons mirrors Eugene Carr‟s 
argument
77
 for why arts organization are increasingly using email to communicate 
with their supporters. Additionally, because the company believes that people stay 
connected using email, they are poised to take advantage of varied techniques that 
appeal to Generation Y. They are more willing to employ techniques that would 
attract this generation than Theatre A.  
Another way Theatre B‟s use of email differs from Theatre A‟s is their 
membership to a mail service called Patron Mail, which is a system that helps 
manage the email process. While each department handles their own messages, 
like Theatre A, the actual sending of the message is handled by Patron Mail. This 
helps a theatre by reducing the amount of work of theatre staff, allowing them to 
direct their efforts to other projects. At the same time, budget dollars allocated to 
this membership could also be directed to other projects that might ultimately 
yield more return in donations and support. 
Yet another way Theatre B uses email that differs from Theatre A and C, 
is by offering incentives to join the email listing. By offering the chance to win 
free tickets or discounts at local restaurants, Theatre B may attract people who 
would not normally share their email with organizations and businesses, including 
those of Generation Y. 
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With more than 10,000 people in their email subscribers list
78
, Theatre C 
uses email for both marketing and development purposes. Similar to Theatres A 
and B, they do not send emails targeting Generation Y. However, they do use it to 
encourage people to visit their website, to alert members of final opportunities, to 
buy tickets to shows, and to remind people of the opportunity to donate at the end 
of the calendar and fiscal years, 
Just as Theatre B subscribes to Patron Mail to help manage their mailings, 
Theatre C does as well. As revealed at the time of the interview, only a small 
portion of their technology budget is directed at this membership. As a result, the 
company allocates budget dollars on this membership which allows staff members 
to dedicate their time to other projects. 
In general, all three theaters use email to enhance their communications 
with patrons, subscribers, and donors. While the amount and manner that each 
company used email were varied, each theatre‟s use of email was effective in its 
own way. While each of the companies has successfully used email to benefit 
their organization, email is just one component of e-philanthropy. Continued use 
of current email practices at each of the theatres may not continue to be 
beneficial. Each of the theatres needs to consider ways to adapt and expand their 
current email strategies for maintaining success as attendance and support from 
older audience members dwindles and eventually disappears altogether. 
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There are several ways theatres can use social media to connect with 
donors and patrons. The most common are Facebook, Twitter, and You Tube. At 
the time of the interview, of all forms of technology, social media was used least 
by Theatre A. The company did acknowledge that they use Facebook and Twitter 
to connect with younger audiences. Despite this, they could not comment on the 
impact using these formats had on donations or attendance; however, the theatre 
did utilize Facebook to advertise ticket promotions. 
 In addition, Theatre A has links on their web page for their Facebook and 
Twitter accounts. By encouraging people to follow their organization on Twitter 
or to “like” them on Facebook, they are gaining free publicity. The more people 
that like them on Facebook, the better chance they have at attracting new 
audience members. If the company instituted fundraising strategies through 
Facebook, the likelihood of reaching younger generations, including Millennials, 
would increase. 
Theatre B acknowledges that not using Facebook or Twitter would be a 
missed opportunity to engage people. Further, the theatre recognizes the 
importance of having a presence in social media that mirrors the overall mission 
and vision of the company. In order to use Facebook and Twitter effectively, 
Theatre B employs a staff member who understands both the vision of the 
company and the techniques required to have a solid presence on these outlets. It 
is because of their understanding of the importance of social media that they will 
have more success with it than Theatre A.  Additionally, like Theatre A, Theatre 
B uses social media mainly as a tool to advertise their programming or promote 
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special deals. They also use it as a tool to solicit feedback from people on 
programming. Again, there is not direct appeal or strategy targeting Generation Y. 
But the overall approach and understanding of the way social media works in the 
community will help them engage Millennials. Theatre B also has links to their 
Facebook, Twitter, and You Tube accounts on their main page. This is simply 
another example of how accessible this company makes its engagement tools. 
Theatre C also has links to their Facebook, Twitter, and You Tube accounts on 
their main page. As with Theatre B, social media is a tool used to try and attract 
new audience members. By sharing information through these three mechanisms, 
the company can generate interest from various age groups. 
 Of the three theatres, Theatre C has the most targeted campaign on 
Facebook. At the time of the interview, the theatre was using Facebook to send 
advertisements out to younger audience members. This is a solid example of a 
way a company can target members of Generation Y through Facebook. Another 
example of how the company uses Facebook is through contests that are linked to 
current programming. These contests generate interest that can lead to donations 
and ticket sales. 
Generally, all three theatres use social media minimally and as a 
marketing tool rather than a development tool. Since, according to research, “75% 
of Millennials have a profile on social-networking sites,”79 companies that do not 
use social media as a development tool are potentially overlooking opportunities 
of finding new donors. By adapting their social media presence and creating 
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Facebook or Twitter fundraising campaigns targeting Millennials, they will 
increase the likelihood of reaching audiences of the future. Finally, all three 
theatres believe that engagement leads to donors and sponsors. Since social media 
is an engagement tool that continues to grow and evolve, theatres that utilize it 
will increase their chances of attracting donors of Generation Y, as well as 
members of other generations. 
In conclusion, all three theatres use technology and engage in e-
philanthropy at varied levels. Further, all three theatres acknowledge and 
understand the important role technology and e-philanthropy plays in success 
today. Also, all three theatres understand the need to engage younger generations 
in order to sustain their programming and meet their mission. 
Each of the companies had equal interest in maintaining current 
technology practices. Although not all the companies had the budgets to support 
that need, each was dedicated to using their available resources to the fullest 
extent possible. Further, each of the companies had staff dedicated to maintaining 
the companies‟ technological needs.  
In addition, Theatre C seemed to have the most programming to appeal to 
Generation Y, followed by Theatre B, and then A.  Also, the companies all used 
email and social media in varying degrees and with varied success. Again, 
Theatre C seemed to be the most advanced in using social media and email to 
target Generation Y.  Overall, Theatre C appeared most interested in strategies to 
engage Generation Y as both patrons and donors, followed by Theatre B and then 
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Theatre A. But because of limited resources, time, and understanding, it is not the 
primary focus of any of them. 
In the attempt to answer the research question—how can theatres best use 
e-philanthropy to engage Generation Y and increase donations from this 
demographic, it was determined that theatres are all engaging in e-philanthropy, 
but are not targeting Generation Y specifically. While they all utilized strategies 
of e-philanthropy and offered programming that potentially appeals to 
Millennials, they are not currently capturing members of the demographic as 
patrons or donors. As a result, the future of their organizations is potentially at 
risk. As stated by Theatre C, their “subscribers and older donors are dying off and 
if we don‟t replace them we‟re going to die off, not just as an organization but as 
an institution.”80 Clearly, theatres need to adapt their strategies, to appeal to 
Generation Y, or there will no longer be an audience to entertain.
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CHAPTER FIVE: CONCLUSION 
 
 
 Understanding e-philanthropy and the effective use of technology on 
fundraising efforts, especially with Generation Y, is essential for regional 
theatres‟ vitality and sustainability. Further, developing a clear profile of the 
characteristics of Millennials and implementing programming and fundraising 
strategies that appeal to these characteristics will aid in the success of theatres‟ 
attempts to engage this demographic.   
 Results from previous research show that key characteristics of 
Millennials include: they were born between 1982 and 2000; they prefer group 
activities as opposed to single activities; they rely heavily on technology; and they 
expect instant gratification.  Further results show that Millennials prefer the 
option to donate online. Also, a majority of them prefer to receive 
communications via email and have social network profiles. 
 The results from the interviews indicate that all three theatres included in 
the study had a basic understanding of the definition of e-philanthropy and how it 
could benefit their organizations.  Also, while the understanding of e-philanthropy 
was varied, each theatre dedicated resources to maintaining their technological 
standards in order to meet their mission. Additionally, with varied success, each 
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of the theatres was engaging in e-philanthropy, and each used the recommended 
tools, such as email and online donations, in some way. 
 Also, each of the theatres understood the need to engage Millennials as 
patrons and donors. As a result, each organization identified programming that 
they believed would appeal to Generation Y. Since Millennials are not 
specifically targeted by any of these theaters, there was no evidence of success at 
raising donations from them. Each offered different perspectives as to why their 
companies do not currently aggressively solicit this younger demographic. By far, 
Theatre C was the most interested and motivated to find ways to attract 
Millennials in order to ensure their companies‟ longevity and sustainability. As 
previously noted, Theatre C stated that organizations need to start engaging 
Millennials due to the fact that “subscribers and older donors are dying off and if 
we don‟t replace them we‟re going to die off, not just as an organization but as an 
institution.”81 Despite this, the results indicated that the three theatres in the study 
are not currently employing aggressive tactics to engage Generation Y. Their 
reasons for this were varied but included: uncertainty about what message to 
employ; lack of interest, time, and resources; concern of a lack of return on their 
investment; and the inordinate focus on other generations, specifically the Baby 
Boomer demographic. 
 However, technology is becoming more and more apparent in fundraising. 
As an example, the use of texting as a way to donate has become prolific, such as 
the efforts for Hurricane Sandy Relief and the American Red Cross. Research has 
                                                          
81
 Theatre C. 
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shown that since younger generations spend so much time online or on their smart 
phones, using e-philanthropy is a positive way to reach them. The size or type of 
the organization is not important. It is about the message and the programming. 
Ultimately, it is going to get to a point where the message is the same whether it 
comes electronically or on paper. Small organizations may need to direct the 
majority of their resources to tactics through which they will get the best response 
in amount and number of donations; however, by doing nothing, they receive 
nothing. By choosing to do something, even in small amounts, their effort will 
potentially lead to some donations. Something is better than nothing.  Ultimately, 
theatres need to create a message that will reach Generation Y.  And as a result, 
over time, theaters such as these can build on this foundation to a point where a 
larger percentage of donations are received online or through other e-philanthropy 
means. 
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APPENDIX A: 
List of Interview Questions 
 
E-philanthropy- General Question 
1. Research shows that e-philanthropy is defined as/by using technology to build and 
enhance relationships with donors and volunteers. Using it can benefit both the 
patron and the organization. In your experience, would you agree with this? 
 
2. If your organization is not already engaging in e-philanthropy, is your 
organization interested starting? 
 
3. If you organization is already engaging in e-philanthropy, what results have you 
documented? 
Basic Information about Audience Demographics: 
4. How many subscribers/supporters do you have?  
 
5. Do you know the demographic (age group, more than gender, etc) breakdown of 
your supporters? 
 
6. Some traits of Generation Y include: They were born between 1982 and2000, 
they prefer working and travelling in a group, want to search for an receive 
information easily through technology, work is not the most important aspect of 
life, and prefer to use technology to interact with their peers. …….Do you do 
anything to target Generation Y specifically as potential donors? 
 
7. Does your organization have interest in targeting members of Generation Y as 
potential donors? 
 
8. Does this help understand how important Gen Y is to their organization? Do you 
feel like any of your existing programing appeals to Gen Y? 
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Online Fundraising/Technology Use-General Questions: 
9. Do you have an online fundraising plan? Donate Now? 
 
10. What percentage of donations are received online? (This question will help 
determine the success of the online fundraising plans/tool) Do you know what 
demographic/age group most of that is coming from? 
 
11. What capabilities/resources do you have to utilize technology? And by 
capabilities I mean equipment, human capital, budget, interest? 
 
12. Do you have a specific budget dedicated to creating, implanting, managing online 
fundraising plan?  
 
13. In what ways to you think your company could do more to use technology and the 
internet to engage target audience members, specifically Generation Y-ers? 
 
14. Do you have staff dedicated specifically to social media campaigns, email 
campaigns, website maintenance?  
 
15. Do you survey donors about how they would prefer to be contacted? Online? By 
phone? US Mail? What was the response and result? 
E-Mail Campaigns: 
16. Do you have a specific targeted email campaign? (Interviewees were asked this to 
gauge if this was a practice the theatre engages in as a way to connect with the 
target audience) 
 
17. What is the purpose of the campaign? (This was asked to determine how the 
theatres use email to reach supporters- is it specific to audience type or just used 
for all members and a general correspondence) 
 
18. How many people are on your email list/campaign? (if you have one) 
 
19. How do you use email to benefit the theatre? To alert people of upcoming events? 
As a newsletter? To engage donors? Make appeals for fundraising campaigns? To 
invite people to special events exclusive to donors, subscribers, or members of the 
email list? (This question might be combined with #22 because it asking the same 
thing in different ways) 
 
20. Do you actively solicit for donations via email or social media? 
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21. What kind of incentives to people for joining your e-mail lists? (May be able to 
find this out online) 
 
22. Do you track the amount of people that “opt-out” of your email campaigns? What 
is the rate/percentage? How often does it occur? Do you track the reasons why 
people “opt-out”? If so, what are the reasons people choose to “opt-out”? It not, 
why don‟t you track this? Do you feel like it is not worth your time? Is the 
percentage small enough, that it does not really impact the audience size, 
attendance of events, or donations? 
Social Media: 
23. I see that you use Twitter and Facebook.  I see that you have (number for each 
theatre) followers on Twitter and (number for each theatre) likes on Facebook 
How long have you been using these forms of social media and to what extent to 
you rely on them as a resource? 
 
24. What has been the impact of implementing social media practices into your 
fundraising goals? (This question could help answer “Have you noticed an 
increase in attendance overall after implementing social media practices? With the 
target audience group?” The question is meant to find out if the organizations saw 
an increase in attendance and/or donations or volunteers as a result of adopting 
strategies based on social media tools.) 
 
25. Do you have information about the types of audience members taking advantage 
of your social media offerings? (Twitter, Facebook)  What is the demographic 
breakdown of your followers on Twitter? What is the breakdown of the people 
that “like” you on Facebook? 
 
26. Do you offer incentives to people for using your social media?  
Closing: 
27. Do you have anything else you would like to share with me? 
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